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HOW TO PREDICT, 
MEASURE AND 
OPTIMIZE THE 
SUCCESS OF 
YOUR BRAND
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Dr. Emmanuel Probst

• Global Lead – Brand Thought Leadership

• Adjunct: UCLA

• WSJ Best-Selling Author:                   

Brand Hacks and Assemblage
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Consumers don’t 
care about 

[most] brands
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In a dynamic and changing world, brands don’t 
control the conversation. 
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TODAY, PEOPLE 
CHALLENGE BRANDS

Cadbury backpedaled after initiatives 

backfired at people’s reactions.
Vaseline breaks 

through on TikTok, 

thanks to "slugging"

Vaseline gained 1.5 

percentage points of 

household 

penetration, raising it 

to 27.3% in the U.S.

People do.
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Brands must 

transform us and 

the world we live in
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WHAT IS AN
• Like the master blender, combines rigor and precision 

to create a unique product

• Vision of the what the product is going to become

• Money only goes so far: select and assemble the 
ingredients

• Brands are dynamic assemblages of personal social  
and cultural attributes

ASSEMBLAGE
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Brands must 
transform me,
my world and 
the world

8 ‒ © Ipsos



© Ipsos9 ‒ © Ipsos

ME
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Anti Heroes, 
Villains and 

Saviors
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Lacks the quality of a hero: integrity, strength, 

idealism, courage.

We like anti heroes because they are flawed 

and morally complex

They have suffered from injustices or  

personal misfortunes
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ANTI

HEROES
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Equinox         
made me do it
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The Dove 
reverse 
selfie 
project
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MY

WORLD
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Perception 
is the truth
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Disney parks 
– forced 
perspective
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THE

WORLD
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Citizens and Brands are 
activists of the world
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Brands and advertisers are no longer the dominating force. 

Everybody now has the power to create content and brands.

Consumers are empowered to co-create brands with marketers 

through product development, content creation, and marketing
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Levi’s 
Water<less
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Carrefour Black Supermarket
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Ipsos Brand Success 

Model: Expectations, 

Context, Empathy
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EXPECTATIONS CONTEXT EMPATHY
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All of the expectations people have about brands including:

What people feel and know about the brand and category
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What do we mean by
shaping Expectations?

Based on the emerging science around the brain as a prediction machine

SENSORIAL
FUNCTIONAL/

EMOTIONAL
SOCIAL BUYING
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RIMMEL      
“KIND & FREE”

The outspoken ambassador who demands a new 

deal in beauty captures people’s expectations about CLEAN 

beauty, revealed in the Kind & Free product offer.

+4.4%

SALES IN 2021

CREATIVE EXPERIENCES EMPATHY & FITTING IN CREATIVE IDEAS

FOR 
PEOPLE 
LIKE ME 

FITS WITH  
WAY I FEEL 
ABOUT THE 

BRAND

BELIEVABLE
UNIQUE

SURPRISING

ENTERTAINING

I 
LIKE 

IT

STIRRED 
EMOTIONS 

PLACE IN 
POPULAR 
CULTURE

PEOPLE 
WILL TALK 
ABOUT IT

WILL TALK 
ABOUT ON 

SOCIAL 
MEDIA

TOLD ME
SOMETHING 

NEW

BRAND IS 
DIFFERENT 

INFORMATIVE

FOR 
PEOPLE 
LIKE ME 

BELIEVABLE
UNIQUE

I 
LIKE 

IT

PLACE IN 
POPULAR 
CULTURE

PEOPLE 
WILL TALK 
ABOUT IT

WILL TALK 
ABOUT ON 

SOCIAL 
MEDIA

TOLD ME
SOMETHING 

NEW

BRAND IS 
DIFFERENT 

INFORMATIVE
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WHAT DO WE MEAN BY

Is what's happening in people's lives, 

and the world around them

2 Broad Types Of Context:

Macro

Societal and cultural values, 

norms, and prevalent issues, 

topics, and themes

Micro

The occasions in which people are choosing brands

• Logistics: where, when, with whom

• Needs: To satisfy which needs, to solve          

which problems

© Ipsos | Brand Success

CONTEXT?



© Ipsos

Insight | While language can be a barrier 

to aspirations, it can also be a springboard 

to seize new opportunities.

Idea | With Babbel language learning app,  

Understanding changes everything

27 ‒

HOW CULTURAL CONTEXT 
SHIFTS EXPECTATIONS
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Diversity

Personal 

enrichment

Self assurance

Professional 

Boost

Understanding Changes Everything
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WE
EMPOWER
YOU
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• Empathy aims for a total understanding of people, their personal 

context, needs and expectations

• Brands need to be empathetic in order to shape expectations

WHAT DO WE MEAN BY

Is to understand what's important to people, and how 

brands can add to their lives

EMPATHY?
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EMPATHY IN ACTION EMPATHETIC ADVERTISING 

INTERACTS WITH CREATIVE, 

ENTERTAINING EXPERIENCES TO 

DELIVER HIGH SALES LIFT 

Source: Ipsos Global Ad Testing Meta-Analysis (n=1,734 cases)

LOW CREATIVITY

LOW EMPATHY 

LOW CREATIVITY

HIGH EMPATHY 

HIGH CREATIVITY

LOW EMPATHY 

HIGH CREATIVITY

HIGH EMPATHY 

4% 20%

-23% -10%

% Difference vs. Average Performance 

on Creative Effect Index

Creative Effect Index (CEI) is validated

to in-market short term sales lift in 

Market Mix Modelling (MMM)

CREATIVE 

EFFECT

INDEX

13070

172
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Delivering Total 

understanding of 

Brand reputation. 
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1 2 3
Data Inputs RISE in ActionIntegration + AI

Media

Real-time feed of Online News, Social 

Media, Blogs, Digital Forums, TV, Print & 

Broadcast coverage 

Survey

Reputation Diagnostics and Weekly 

Tracking of company and competitors 

Regulatory Activity 

Legislative activity, political newsletters, 

etc. surround key regulatory topics

Filterable by

• Key Opinion Formers 

• Custom Time Frames

• Key Markets

• Key Competitors

• Key Topics / Issues 

Proprietary 

Data

Proprietary 

Algorithm

Proprietary Actionable 

Insights

Delivering total understanding of brand reputation. 

MACHINE

LEARNING

ADVANCED DATA 

INTEGRATION & 

VISUALIZATION

NATURAL

LANGUAGE

PROCESSING

Reputation Trajectory Contextualized

Custom Regulatory Risk Roll-Up

Comms & Media x Reputation 

Trajectory

KOF Views on Key Topics & Issues
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Now it is 
your turn
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Now it is 

© Ipsos 

YOUR TURN

Senior advertising executives and creative 

directors do not have a monopoly on great 

marketing: junior employees are just as capable

99% of us did not go to the top 1% of schools

Now it is your turn to create, predict, measure 

and optimize transformative brands

34 ‒
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EXPLORE

WITH ME
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Emmanuel Probst
Emmanuel.Probst@ipsos.com


